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Abstract. A mail survey was conducted to examine perceived service quality towards zakat institution among 227 Muslim 
businessmen in one of the states in Malaysia. The research data was analyzed using descriptive statistic. The findings 
indicated that the majority of respondents rated three aspects of the quality, namely, tangibles, reliability and courtesy as 
“Good”. Meanwhile, credibility, competence, responsiveness, access, understanding and communication were aspects that 
rated as “Bad”. Based on the findings, zakat institution needs to develop and implement appropriate strategies to improve 
its service quality in many aspects. The research implications and suggestions for future research were also discussed. 
Keyword: Zakat, Service Quality, Muslim Businessmen, Descriptive Statistic 
INTRODUCTION  
Zakat obligation is one of the pillars in Islamic faith. Since the days of the Prophet Muhammad (Peace Be Upon 
Him), zakat has played an important role in improving Muslim social economic status [1]. Many Muslim countries, 
including Malaysia also view zakat fund as‘community development agent’[2], [3]. Thus, it is important to increase 
zakat fund from time to time. Zakat institution has offered various services to improve such fund [4], [5]. Among the 
services include corporatization of collection and distribution center, active promotional activities, improve 
communication channels and provide various modes of zakat payment (such as remittances, money order, bank draft, 
and bank standing instructions). Just like any other public sector organizations, the issue of service quality is being 
also critical to zakat institution considering provides numerous services to the Muslim community. Thus, the services 
need to be evaluated [6],[7]. 
However, evaluation of  service quality provided by the institution from the perspective of zakat payers is largely 
unresearched. Therefore, this research attempts to reduce this gap by examining the perceived service quality towards 
zakat institution among Muslim businessmen in Malaysia. The businessmen were selected from recent reports and 
studies indicate that zakat collection among them is still low [8], [9]. For example, only 30% of businessmen in Federal 
Territory paid their zakat to the institution [10]. Similarly[11] claim that the business zakat collection is still small 
compared to its actual potential collection and the institution is struggling to raise the collection. 
The remainder of this paper is organized as follows: The next section discusses literature review relevant to this 
study. Then, it proceeds with research method and followed by findings and discussions. The last section present 
conclusion and future research.  
LITERATURE REVIEW 
The role of zakat institution in providing quality of service to the community is an important factor that can attract 
and encourage people to pay zakat [8]. According to [14], a service is considered has quality if the operations of an 
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organization can meet customers’ expectations before and after receiving the service. This is consistent with the 
disconfirmation theory which stated that the consumer was satisfied with the experience of a service if the service 
experience meets or exceeds their expectations [15]. Thus, it is assumed that Muslim businessmen are satisfied with 
the services provided by the zakat institution if they meet or exceed their expectations. Among the services provided 
are counter services, payment facilities, information services and so on. All these services are offered to facilitate 
zakat payment among Muslim including the businessmen. Thus, the services are subject to evaluation either they are 
good or bad from the perspective of zakat payers [6], [7].  
Following [12-14] there are ten aspects of service quality to be examined in this research, namely, tangibles 
(include the physical evidence of the service), credibility (such as customer focus, trustworthiness and honesty), 
competence (like personnel having required skills and knowledge to render the service), responsiveness (for instances, 
readiness of empoyees to provide service) and reliability (involves consistency when performing the service). Other 
aspects include access (includes staff members easy to contact), courtesy (involves politeness and friendliness of 
receptionist and telephone operators), understanding (such as making efforts to understand the customer’s 
requirements) and communication (means communicate with customers using language they can understand). 
RESEARCH METHODS 
The units of analysis in this study consisted of Muslim sole proprietors and partnerships (or businessmen) in one 
of the states in Malaysia. The sampling frame was identified based on Company Commission Malaysia (CCM)  
Database which consists of  12,741 businessmen in the state. The respondents were selected using simple random 
sampling method [16]. A total of 700 respondents was selected from the Database. The questionnaires were sent to 
them by mail. Of these, only 290 questionnaires were returned and only 227 usable questionnaires (for instance, some 
of them had missing data) were maintained for further analyses. 55% of the respondents were male and 45% were 
female. The average age of respondents was 43 years old and the average age of their business was 9 years. The 
majority of the respondents were married (68%), 20% were single and others 12%. 
Perceived service quality of zakat institution was measured using items adapted from [12-14]. There are 10 items 
or aspects for this variable (see Literature Review Section). The respondents were asked to rate the service quality 
aspects of the institution based on three options, namely, “Good”, “Bad” and “Not Sure”. Items in the questionnaire 
were pilot testing to assess the levels of validity and reliability before actual data collection was carried [17]. Based 
on pilot study results, one item, namely, security was dropped due to low correlation level in factor analysis 
(Measurement of Sampling Adequacy below 0.5). The remaining nine items were then maintained for actual study 
and further analyses since their validity (Kaiser-Meyer-Olkin above 0.50 and the percentage of variance explained 
over 60%) and realibility (Cronbach Alpha value above 0.70) were above satisfactory levels [18]. 
FINDINGS AND DISCUSSIONS 
Descriptive analysis of the perceived service quality of zakat institution is presented in Table 1.  
Table 1. Descriptive Analysis of Perceived  Service Quality of Zakat Institution (N=227) 
                                  Aspects Good Bad Not Sure 
1. Tangibles  63.0% 14.1% 22.9% 
2. Credibility 25.6% 50.2% 24.2% 
3. Competence 35.7% 37.9% 26.4% 
4. Responsiveness 20.3% 57.3% 22.5% 
5. Reliability 35.2% 33.5% 31.3% 
6. Access  28.6% 41.0% 30.4% 
7. Courtesy 38.3% 31.3% 30.4% 
8. Understanding 27.3% 41.0% 31.7% 
9. Communication 30.4% 37.4% 32.2% 
 
As can be seen in Table 1, the majority of respondents rated the nine aspects of the service quality as “Good” or 
“Bad” and some of them rated the aspects as “Not Sure”. The majority of respondents rated tangibles (63%), reliability 
(35.2%) and courtesy (38.3%) as “Good”. This means that they were satisfied with these aspects. The aspects that 
were rated as “Bad” include credibility (50.2%), competence (37.9%), responsiveness (57.3%), access (41%), 
understanding (41%) and communication (37.4%). This shows that the majority of the respondents perceived the 
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service quality of the institution as less trustworthiness and lack of staff capability, slow responsiveness, difficult to 
contact, lack of efforts to fulfill customers needs and poor level of communication skills [12-14]. Taken overall, from 
the nine aspects, three were rated as “Good” while the remaining were rated as “Bad”. The findings also indicate that 
zakat institution should  give a serious attention on efforts to improve the service quality provided to zakat payers. 
This is important to ensure that it can deliver excellent services in the eyes of the Muslim community and the public 
in general.  
CONCLUSION AND FUTURE RESEARCH 
This study examined perceived service quality among Muslim businessmen in one of the states in Malaysia. The 
majority of respondents rated tangibles, reliability and courtesy as “Good”, meanwhile, credibility, competence, 
responsiveness, access, understanding and communication were rated as “Bad”. Although the results showed that the 
respondents have a mixed perception towards the service quality, six out of nine aspects of the quality were rated as 
“Bad”. Therefore, it is important for a zakat institution to improve the “Bad” aspects to enhance its quality of service 
rendered to zakat payers.      
The findings of the research are useful in terms of theory and practice. Theoretically, the present study contributes 
new knowledge to zakat literature since this variable is still understudied in the context. Practically, this study is useful 
for a zakat institution to develop and implement strategies to improve its service quality in various aspects so that the 
collection of the zakat can be improved from time to time. This study utilized descriptive statistic in analyzing the 
research findings. Thus, the findings have limitation in terms of generalization. Further research could test the 
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